The self-government of the Warmińsko-Mazurskie Province (województwo warmińsko-mazurskie) has implemented one of the first image-centered promotion strategies in Poland to promote the region. Its promotion strategy was a result of the campaign termed "Mazury Cud Natury -The Wonder Of Nature" launched in 2009 and constituted especially by image-centered actions targeted at tourists and representatives of the surroundings of the Warmińsko-Mazurskie Province, with no specific segmentation of the remaining recipients. What is more, the "Mazury Cud Natury -The Wonder Of Nature" has been the first operation of the kind run at such a scale in Poland. Nearly all of the local government units in the Warmińsko-Mazurskie Province, supported by numerous non-profit organizations and the private sector, have become actively involved in the campaign. The paper presents the characteristics and application of sample statistical tools developed to evaluate the efficacy of the adopted promotion strategy in the above mentioned region.
Introduction
The new socio-economic reality presents fresh challenges and goals to local government units. Influencing one's views and attitudes through tailored measures should generate the ways of target audience behavior as expected by and in the interest of a given unit. With respect to residents, it could be, amongst other things, the creation of proper conditions of life and personal development, the development of socially accepted patterns of behavior in the area of economic and non-economic activity, the activation of local communities centered on important personal development goals, the development of individual enterprises, the promotion of cultural and historical heritage of a settlement unit, or the creation of a positive image of a given unit (Szromnik, 2008) .
As a consequence of a modification of the marketing concept, new marketing fields have been created and reinforced. One of them is territorial marketing (also referred to as communal marketing) (Szromnik, 2008) . Its unique underlying features are strongly related to the properties of a given location. In literature, we can also find terms such as country marketing, region marketing and city marketing.
The self-government of the Warmińsko-Mazurskie Province (województwo warmińsko-mazurskie) has implemented one of the first image-centered promotion strategies in Poland to promote the region. Its promotion strategy was a result of the campaign termed "Mazury Cud Natury -The Wonder Of Nature" launched in 2009 and constituted especially by image-centered actions targeted at tourists and representatives of the surroundings of the Warmińsko-Mazurskie Province, with no specific segmentation of the remaining recipients. This was because the region of Warmia and Mazury is a typical tourist area of Poland, of an ecological nature. Development trends, whose direct implication has become excessive exploitation of nature, maximization of world consumption, are being questioned today by experts pointing out the social costs of these processes. The care for the future, for the common good of future generations is beginning to be defined by social researchers in terms of civilizational challenges. It's worth to add, that ecological problems treated as direct implications of unchecked technological advancement, devoid of any reflection on the condition of civilization, are tackled by representatives of all science disciplines (Jucker, Mathar 2015; Ul Haque 2019; Tkachenko et al. 2019; Polozova et al. 2019; Smaliukienė, Monni 2019) . What is more, the "Mazury Cud Natury -The Wonder Of Nature" has been the first operation of the kind run at such a scale in Poland. Nearly all of the local government units in the Warmińsko-Mazurskie Province, supported by numerous non-profit organizations and the private sector, have become actively involved in the campaign. Today, despite the fact that the campaign is over and the authorities of the Warmińsko-Mazurskie Province are pursuing yet another marketing strategy, we continue to see the effects and impact of the "Mazury Cud Natury -The Wonder Of Nature" campaign on the image of the Warmia and Mazury region. One aspect worth notice is that the described campaign has become an inspiration for other provinces which draw on the experience of the authorities of the Warmińsko-Mazurskie Province to pursue their own promotion strategies. Given the above and the results of pilot studies, the focus of the study was the analysis of the image of the Warmia and Mazury region.
The author concentrated on the analyses pertaining to the Warmińsko-Mazurskie Province, which is an equivalent of the NUTS 2 level and which, for geographic and historic reasons, is referred to as the Warmia and Mazury region.
factor analysis (EFA) to uncover the correlated groups of potential strategic factors having an impact on the effectiveness of the pursued promotion strategy. The use of the specified methods have allowed the author to determine which of the potential factors are of strategic nature.
The Use of Promotion Strategy in the Creation of Territorial Unit's Image
In the times of increasingly intense competition for gaining investors', residents' and tourists' interest, the issues associated with the promotion of local government units are becoming ever more important. This is because promotional activities may boost the exposition of given unit's key resources and, consequently, promote longterm regional development.
The implementation of marketing actions requires suitable planning and coordination. A marketing strategy is a set of foreseeable marketing undertakings with the application of which a settlement unit intends to affect certain groups of recipients. Territorial units (local governments) conduct multi-stage activities aimed at increasing the efficacy of implemented strategies.
Analyzing is the first stage of the marketing strategy where needs and expectations of the target audience on both the internal and external markets are analyzed (Domański, 1997) . It is simultaneously the stage of analysis of the potential of a given local community against the background of the potential of any neighboring communes, cities and regions (the effect of competitiveness or complementarity of local resources).
Planning is the second, most elaborated stage, involving the planning of factual actions regarding the policy of development of a given community in various aspects and with respect to diverse groups of recipients (market segments analyzed at stage one). At this stage, general goals and directions of strategic development of a given local community are set. It often seems to be underestimated, despite its leading role for the strategy's cohesiveness. The lack of a clear guideline and the direction of development leads to resource dispersion and an impasse. Extensive consultations are required here, including a number of communities and institutions forming the network of local relations.
For a marketing plan to become implemented as expected, all of the above specified stages should be accomplished with the strong support of external companies, such as advertising and marketing agencies etc.
The final stage, supervision, is observation of actions in the phase of marketing strategy implementation. Supervision should be conducted both by external institutions, such as special local government committees, independent expert bodies, and independent advisory companies (Domański, 1997) . One ought to carefully watch whether the actions are conducted according to schedule and whether they are headed in the direction prescribed in the first place.
There is a number of bodies involved in the creation of an image of a local government unit: local authorities, organizations, associations and enterprises operating in the territory of a given unit, residents, mass media and tourists (Grzegorczyk, Kochaniec, 2010) .
Local authorities and residents are those who have the most considerable impact on the creation of an image of a unit. The policy of the authorities shapes the way in which a city is perceived and assessed and points at the direction of its development. Moreover, promotion policy also has an influence on one's image, for not only the real offer but also its projection and highlighted features are of importance.
Promotion activities should be oriented, i.e. they may not include too many target groups. It is worth noting that the message on which a desired image communication need to be based should be concise and consistent.
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All of the above actions are aimed at influencing the effectiveness of the image as much as possible. Despite the widespread use of the term 'efficiency' in relation to the functioning of an organization, there are still some difficulties in defining it. E. Skrzypek defines efficiency as the ability of each organization to implement strategies and achieve planned goals. The author emphasizes that it depends on doing a good job and the right things in the right way (Skrzypek 2000 , Chrząścik 2018 ).
Description of Author's Research of Promotion Strategy Modelling
Over the period 2009 -2017, the author of the paper focused on the analysis of the effectiveness of the promotion strategy of the Warmia and Mazury region, the effect of which was the promotional campaign "Mazury Cud Natury -The Wonder Of Nature". The contents below will not account for the results of all the research but will rather be an overview of the applied structural equation modelling method. The purpose of the whole research study was to develop of models of a promotion strategy for the management of a region's image. Due to its extensiveness, the sub-chapter presents only an extract from the research in order to demonstrate the operating diagram and the research procedure. The author's earlier research allowed determining the promotion strategy used by the Warmia and Mazury region as effective. Due to the tourist nature of the region, the effectiveness of the "Mazury Cud Natury -The Wonder Of Nature" campaign was studied on entities such as tourists.
To develop and, subsequently, verify the author's models, actions were undertaken to analyze the complete process of Warmia and Mazury region's image management. One of the elements of the models are strategic determinants of the effectiveness of the strategy, which are key to the whole process under which the adopted promotion strategy is used. In the studied case, where over one hundred various entities are pursuing one strategy and at the same time have an impact (quite low) on its entire course, what is of essence is to point out groups of the above mentioned strategic factors, for they constitute the foundation for the evaluation of the effectiveness of implemented promotional activities.
In order to determine the groups of potential strategic factors affecting the effectiveness of the promotion strategy in the process of management of the Warmia and Mazury region's image, world literature and reports showing results of research on region competitiveness were analyzed. A highly interesting source of information turned out to be a publication of a team of scientists originating from three countries: Italy, Switzerland and China, which investigate the topic related to region development strategy implementation. Its authors attempted to distinguish strategic factors influencing strategy implementation in their countries. Their research findings confirm the previous conclusions, i.e. that among the strategic factors of region development are:  organizational,  human capital-related,  infrastructural,  inter-organizational partnership factors (Li, Gouhui, Eppler, 2008) .
Another absorbing report supporting the choice of strategic factors to be employed in the author's model development is a document designed by the Standing Committee for Economic and Commercial Cooperation of the Organization of the Islamic Cooperation (COMCEC) entitled "Effective Tourism Marketing Strategies". Tourism in Arab countries is known to be one of the principal branches of their economies. The report comprises ENTREPRENEURSHIP AND SUSTAINABILITY ISSUES ISSN 2345-0282 (online) http://jssidoi.org/jesi/ 2019 Volume 7 Number 2 (December) http://doi.org/10. 9770/jesi.2019.7.2(32) an analysis of the strategies of promotion of tourist areas, such as: Nigeria, Azerbaijan, Saudi Arabia, Turkey, Egypt and Mozambique. It further outlines how the said countries implemented into their own strategies of promotion various elements from other countries from all over the world. There, we could also find numerous valuable case studies on territorial marketing and tourism. The report presents a model of strategic factors of effectiveness of promotional activities which comprises four elements: inter-sectoral cooperation, human resources, advanced technology, managerial-organizational factors (COMEC, 2015) .
Given the above specified research studies presented in world literature and reports of acknowledged organizations, the direction to establish the strategic factors responsible for the effectiveness of realization of the strategy of promotion of the Warmia and Mazury region was taken.
Finally, it was assumed that the potential strategic factors would be selected from amongst the following five groups of factors: technological factors, organizational factors, managerial factors, competence factors (associated with human resources) and factors related to inter-organizational relations.
Next, seven experts were designated, specialists for promotion in Polish Marshal Offices and, with the technique of an interview, potential strategic factors were determined. The selected detailed factor groups are presented below.
Technological factors relate to the technological capacity of an organization to generate and absorb innovative solutions in the area of promotional instrument use (see Table 1 ). Autonomous research and development involving innovative regional products, processes, organizational/ marketing solutions T 2
Research and development in cooperation with R&D units, institutes and universities T 3
Research and development jointly with other companies T 4
Outsourcing of research and development T 5
Autonomous development of promotion strategy elements T 6
Team competent to produce marketing tools T 7
Own technical infrastructure (hardware/software) T 8
Major expenditure for marketing activities T 9
Outsourcing of marketing tools T 10
Use of state-of-the-art information technologies (IT) T 11
Close technical cooperation with partners Source: Own research.
An important element of organizational factors is work organization within an organization (amongst other things: organizational structure, system of communication). The system of work organization may not limit employee potential. Instead, it should encourage their creativity and provide opportunities for them to come up with and implement their own ideas (Table 2) . Managerial factors are associated with decisions made by the authorities of territorial units. Despite the fact that decisions relate to a number of areas of company operations (e.g. financial, HR), the key decisions are those which define the strategy of development (Table 3) . Searching for a market niche for new marketing solutions Z 5
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Introducing employees to the strategy of promotion based on branding research Z 6
Application of good and verified solutions used by competition Z 7
Use of methods of project management Z 8
Relation establishment as part of cooperation principles Z 9
Effective use of key (most important for an organization) employee competencies of employees Z 10
Inspiring employees to look for new solutions Z 11
Implemented system of awarding employees bonuses for innovation Z 12
Positive attitude of the management to state-of-the-art solutions as part of promotion instrument use Z 13
Continuity of organization's management Source: Own research.
Competency factors
The competency-based organization involves that competencies, as strategic resources, precondition organization's survival and development and constitutes the foundation for gaining a lasting competitive advantage. Gaining competitive advantage depends, to a large extent, on the skills relating to knowledge, experience and skill acquisition and application (Table 4) . High qualifications of the management staff K 3
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High technological competencies of employees K 5
High employee skills in the area of management K 6
Employee tacit knowledge sharing K 7
Managing a portal to allow knowledge exchange between cooperating employees of the organization K 8
Organization knowledge management (knowledge banks, knowledge portals) K 9
Good insight into the market and behavior of competition K 10
Learning by doing K 11
Acquisition of know how-type knowledge K 12
Employee participation in practical placements and internships outside the organization K 13
A system of incentives and financial support for employees furthering their qualifications (courses, training, postgraduate studies) K 14
Employee participation in academic symposia and conferences
Source: Own research.
Formal and informal ties of an organization within and outside the industry were included in the factors related to inter-organizational ties (Table 5 ). Ties under a strategic alliance P 3
Ties under a non-profit organization P 4
Ties under the special economic zone P 5
Ties under scientific research contracts P 6
Ties under a self-regulatory organization P 7
Territorial ties P 8
Ties under a self-regulatory organization P 9
Informal ties -friendships with other company leaders P 10
Informal ties -contacts made at fairs P 11
Informal ties with academic staff P 12
Informal ties -close links to the end-user P 13
Cooperation with other companies P 14
Economic chamber, professional association membership Several distribution channels were employed in order to disseminate the survey in the research proceedings. The first method of evidence collected was to conduct an interview with a single respondent. The majority of the cases were conducted by phone. Furthermore, the contents of the survey with the request to complete it were posted online.
Methodology of author's own analysis of promotion strategy modelling with the application of structural equation modelling on a selected group of factors
Upon research data collection, the last stage of the research process followed, which involved statistical methods and techniques. In order to determine the potential strategic factors of promotion strategy effectiveness, the author decided to use the so-called exploratory factor analysis (EFA), as suggested by, amongst others, T. Asparouhov and B. Muthen (Asparouhov, Muthen, 2009) . The application of the method (by principal component analysis) led to the limitation of the large group of primary factors. Thereby, potential strategic factors specified further on have been listed.
In the overview of the analysis, it must be said that respondents carried out an assessment of the strategic importance of primary variables for promotion effectiveness in the scale from 1 to 5. The method applied to isolate the principal components with the Varimax rotation allowed the author to distinguish three principal components which were further tested with the Structural Equation Modelling. The objective of the analysis was to determine the power of the strategic factor relationship and the level of its impact on the strategy of promotion in a given province.
The basis for the structural equation modelling (SEM) were the results of both empirical studies and the conducted exploratory factor analysis (EFA).
Further on in these considerations, the idea of a factor will stand for a latent (non-observable) variable representing one or more observable primary variables. Structural equation modelling is one of the statistical methods used to examine the relationships among observable variables and factors involving non-observable causality of a factor. The method enables one to analyze the cause and effect relationships, as in the case of regression analysis, and additionally -to conduct an analysis of correlations. The structural equation model developed on the basis of observable variables is a general statistical model, the special cases of which are regression analysis (simple, multiple and complex), ANOVA (and MANOVA and ANCOVA), path analysis and econometric models. The number of equations in a model equals the number of endogenous variables in the model. Equations are solved for endo-and exogenous variables observed directly without error.
Assuming (by way of an example), that there are two endogenous variables and three exogenous variables, and that some parameters in the structural matrices В and Г are zero, the structural equation model shall be expressed as follows in matrix form (Konarski, 2019) :
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observable variable, non-observable (latent) variable, cause-and-effect relationship,  the figure above the arrow stands for the path co-efficient,  the figure next to the observable variable stands for the R2 determination co-efficient,  e -is a random component of a variable.
To model the structural equations, Statsoft Statistica 9.1 was employed. To design the graphic representation of the model, Navicat Data Modeler Essentials was used.
Underlying research and research findings. Verification of the employed statistical methods.
Respondents performed an evaluation of strategic importance of primary variables for promotion effectiveness on a scale from 1 to 5. The results of respondent assessment of individual indicators are presented in the tables below.
The calculations show that the applied method of isolating principal components with the Varimax rotation allowed to distinguish principal components with eigenvalues higher than 1 and accounting in total for over 60.7% of factor variability. Therefore, the exploratory factor analysis conducted on the basis of the resultant empirical data and the principal component analysis (PCA) allowed to distinguish the principal components, i.e. new, non-correlated factors which preserve the maximum of the original data variation. The said factors are found to be initial potential strategic factors of promotion strategy efficacy, each of which groups specific primary variables.
The potential strategic factors of promotion strategy efficacy are presented below (Table 6, Table 7, Table 8 , Outsourcing of marketing tools T 10
Close technical cooperation with partners CT2 T 1 Autonomous research and development involving innovative regional products, processes, organizational/ marketing solutions T 2
Research and development jointly with other companies CT3
T 5 Autonomous development of promotion strategy elements T 6
Major expenditure for marketing activities Source: Own research. Clear distribution of tasks among employees Source: Own research. High qualifications of the management staff K 8
Good insight into the market and behavior of competition K 11
Acquisition of know how-type knowledge CK2 K 7
Managing a portal to allow knowledge exchange between cooperating employees of the organization K 13
Employee participation in academic symposia and conferences CK3 K 3 High technological competencies of employees K 5
High employee skills in the area of marketing Source: Own research. Ties under the special economic zone CK3 P 9
Informal ties -friendships with other company leaders P 14
Economic chamber, professional association membership CP2 P 11 Informal ties with academic staff P 12
Informal ties -close links to the end-user Source: Own research.
The next stage of the research involved an analysis of the newly acquired strategic factors, as presented below:
CT1 -Company external activity and use of state-of-the-art technologies CT2 -Research & development activity CT3 -Own personnel resources and technical infrastructure and own budget for promotion activities CO1 -High level of organizational culture based on efficient communication system CO2 -Cooperation and outsourcing need CO3 -Active cooperation with a view to developing strategic organizational position CZ1 -Openness to an innovative approach to promotional campaign management CZ2 -Management that is stable and has a positive attitude to modern tool application CZ3 -Management that has leadership competencies with respect to promotion strategy implementation CK1 -High competencies of the management with respect to technology and organization's knowledge management CK2 -Use of modern systems of employee knowledge exchange and use of motivation factors CK3 -Employee specialist knowledge and experience CP1 -Inter-relations among territorial and industry units CP2 -Informal ties with academic staff ENTREPRENEURSHIP AND SUSTAINABILITY ISSUES ISSN 2345-0282 (online) http://jssidoi.org/jesi/ 2019 Volume 7 Number 2 (December) http://doi.org/10. 9770/jesi.2019.7.2(32) 1269 The next step involved an analysis of the degree of power of the cause-and-effect relationships among the strategic factors with the application of the structural equation modelling method. The below presented models of structural equations have been developed for the purpose of the study.
As mentioned before, to model the structural equations, Statsoft Statistica 9.1 was employed. To design the graphic representation of the model, Navicat Data Modeler Essentials was used.
As presented in the Diagram 1, in MODEL 1, pertaining to the impact of technological strategic factors on promotion strategy efficacy, within the measurement models we can find relatively strong and statistically significant relations between each of the exogenous variables (CT1, CT2, CT3) and the primary variables which explain them.
Thus, on the basis of the results of the study, we ought to assume that the strategic determinants of promotion strategy efficacy, i.e. the factors having the most significant positive effect on the efficacy of the promotion strategy, in the area of technological factors are: CT2 -Research & development activity CT3 -Own personnel resources and technical infrastructure and own budget for promotion activities *DS signifies EFFICACY of a strategy of promotion implemented by territorial units of Warmia 
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In MODEL 2, which refers to the impact of potential strategic factors of promotion strategy efficacyorganizational factors -on the efficacy of the promotion strategy, presented in Diagram 2, factors CO1, CO2, CO3, CO4 were included as latent exogenous variables.
Therefore, on the basis of the results of the study, we ought to assume that the strategic determinants of promotion strategy efficacy, i.e. the factors having the most significant positive effect on the efficacy of the promotion strategy, in the area of organizational factors are:
CO1 -High level of organizational culture based on efficient communication system explained by the following variables: Efficient information system facilitating internal communication; High level of organizational culture. CO4 -Transparency of the rules of operation based on team-building explained by the following variables: Preference for team work; Clear distribution of tasks among employees. 
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In MODEL 3, which refers to the impact of potential strategic factors of promotion strategy efficacymanagerial factors -on the efficacy of the promotion strategy, presented in Diagram 3, factors CZ1, CZ2, CZ4 were included as latent exogenous variables.
Based on the results of the study, we ought to assume that the strategic determinants of promotion strategy efficacy, i.e. the factors having the most significant positive effect on the efficacy of the promotion strategy, in the area of managerial factors are:
CZ1 -Openness to an innovative approach to promotional campaign management explained by the following variables: Separating from competition by searching for new tendencies in promotional and branding activities; Strategy of promotion based on open innovation implementation; Searching for a market niche for new marketing solutions; Establishment of relations as part of cooperation principles; Effective use of key (most important for an organization) employee competencies of employees CZ2 -Management that is stable and has a positive attitude to modern tool application explained by the following variables: Introducing employees to the strategy of promotion based on branding research Positive attitude of the management to state-of-the-art solutions as part of promotion instrument use Continuity of organization's management CZ3 -Management that has leadership competencies with respect to promotion strategy implementation explained by the following variables: Inspiring employees to look for new solutions Implemented system of awarding employees bonuses for innovation (verte). In MODEL 4, which refers to the impact of competency potential strategic factors of promotion strategy efficacy -competency factors -on the efficacy of the promotion strategy, presented in Diagram 4, factors CK1, CK2, CK3 were included as latent exogenous variables. Based on the results of the study, we ought to assume that the strategic determinants of promotion strategy efficacy, i.e. the factors having the most significant positive effect on the efficacy of the promotion strategy, in the area of competency factors are:
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CK1 -High competencies of the management with respect to technology and organization's knowledge management explained by the variables: Knowledge and technological competencies of company management; High qualifications of the management staff; Organization knowledge management (knowledge banks, knowledge portals); Good insight into the market and behavior of competitors; Acquisition of know how-type knowledge CK2 -Use of modern systems of employee knowledge exchange and use of motivation factors explained by the following variables: Managing a portal to allow knowledge exchange between cooperating employees of the ENTREPRENEURSHIP AND SUSTAINABILITY ISSUES ISSN 2345-0282 (online) http://jssidoi.org/jesi/ 2019 Volume 7 Number 2 (December) http://doi.org/10. 9770/jesi.2019.7.2(32) 1273 organization; A system of incentives and financial support for employees furthering their qualifications (courses, training, postgraduate studies); Employee participation in academic symposia and conferences.
CK3 -Employee specialist knowledge and experience described by the following variables: High technological competencies of employees; High employee skills in the area of marketing. In MODEL 5, which refers to the impact of potential strategic factors of promotion strategy efficacy -factors related to inter-organizational ties -on the efficacy of the promotion strategy, presented in Diagram 5, factors CP1, CP2 were included as latent exogenous variables.
On the basis of the study results, we need to assume that the strategic determinants of promotion strategy efficacy, i.e. the factors having the most significant positive effect on the efficacy of the promotion strategy, in the area of factors related to inter-organizational ties are: 
Summary of the research results and recommendations for the future
The results of own empirical research presented in the study allow one to adopt the author's promotion strategy models in the management of region's image. The presented models, on the one hand, considers the selected strategic determinants of efficacy of the implemented promotion strategy, and on the other hand, identifie  High level of organizational culture based on efficient communication system (CO1),  Transparency of the rules of operation based on team-building (CO4),  Research & development activity (CT2),  Own personnel resources and technical infrastructure and own budget for promotion activities (CT3),  Openness to an innovative approach to promotional campaign management (CZ1),  Management that is stable and has a positive attitude to modern tool application (CZ2),  Management that has leadership competencies with respect to promotion strategy implementation (CZ3),  High competencies of the management with respect to technology and organization's knowledge management (CK1),  Use of modern systems of employee knowledge exchange and use of motivation factors (CK2),  Employee specialist knowledge and experience (CK3),  Inter-relations among territorial and industry units (CP1),  Informal ties with academic staff (CP2).
OF the above specified twelve identified strategic determinants of promotion strategy efficacy, we may further distinguish five determinants with the strongest impact on the effectiveness of the implemented strategy of promotion. In the process of data analysis, five determinants -the strongest elements of the structural equation models -were singled out. They include the following:  High level of organizational culture based on efficient communication system (CO1),  Research & development activity (CT2),  Management that is stable and has a positive attitude to modern tool application (CZ2),  Employee specialist knowledge and experience (CK3),  Informal ties with academic staff (CP2).
The identification of strategic determinants of promotion strategy efficacy in companies is crucial not only from the theoretical but also practical point of view, for it allows formulation of concrete guidelines for managers interested in changing company image and managing region's image with the use of promotion strategies. The empirical research conducted proved that the above listed strategic determinants are an aspect of utmost importance in the application of region's strategy of promotion.
The conceptual model design -the model underlying the research model -was based on identified strategic determinants of the implemented promotion strategy in the Region of Warmia and Mazury. Strategic determinants are understood to be the vital internal factors having a positive impact on the degree of implementation of the strategy of promotion in the aspect of region's image management and the efficiency of the phenomenon.
Conclusions
One of the elements of marketing mix in territorial terms is promotion, which is an instrument used to create the image. A large part of promotional activities used by territorial marketing entities, aimed at improving the image of territorial units, can be classified as ill-considered and ineffective as well as having no intended effects.
Despite everything, the dynamic development of marketing activities carried out by local governments has been observed for several years, which in this way want to attract various target groups to their cities and regions.
Promotional campaigns, which we are both witnesses and recipients no longer surprise anyone. Territorial units have adopted an active attitude in building the image of their own brands.
Well thought-out strategic activities in the field of self-government promotion are increasingly encountered. Advertising in the media, visual identification systems and the organization of promotional events in various types of cities are becoming everyday life. Some of them have even become the heroes or background of feature films and series, thus becoming iconic places where many groups of tourists, potential residents or investors want to come to.
The inspiration to take up the subject of managing the image of the Warmia and Mazury region were both cognitive considerations and the lack of proposals for systemic solutions for comprehensive promotional activities in the administrative structure of provinces so far, which makes it possible to give the article an application character.
Analysis, research and explications performed as part of the study focused on the promotion strategy model in the management of the Warmia and Mazury region's image. The research material collected allowed, following an application of selected research methods, to achieve the majority of the research objectives.
This publication is a response to the local authorities' demand for a novel academic solution of the issue of promotion strategy model development. The research carried out herein is of a multi-disciplinary nature. The application of a process and systemic approach to the development of the model of the strategy of region's image management necessitates the use of the current achievements of administration, management and marketing sciences.
Moreover, the demonstrated method has a general character, which makes it applicable also to units other than those studies, above all, to NUTS2 level units in other regions. The presented overview of the range of issues in the analyzed field does not exhaust all crucial matters.
